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6 Enjoy a delicious selection of 
Restaurant & Sushi the highest quality Japanese food. 


3-4 Warwick Street, London W1B 5LS 


Mon-Fri. 12:00-15:00 (Lunch) 17:30-23:00 (Dinner) € 
Sat. 12:00-23:00 (Closed Sunday) 


tel. 020 7292 0767 


May of Lite! 


YOU REALLY 


LIMITED EDITION SUZUKI SWIFT SZ-L 

Sporting edgy Cool White highlights, a rear sp 
and LED daytime running lights, the Swift SZ-L 
demands to be looked at. Admire the nimble 
handling, top-class safety and low running costs, 
and your eyes won't want to stop staring 


Request a test drive today on 
0800 804 8828 or at suzuki.co.uk/cars 


Model shown: Swift SZ-L 1.2 petrol Manual. Swift SZ-L manual official fuel consumption figures in mpg (L/100km): Search/SuzukiCarsUK 
Urban from 46.3 (6.1), extra urban from 64.2 (4.4), combined from 56.5 (5.0). Official CO, emissions 116g/km. Ei a Yu m 


Fuel consumption figures are based on an EU test for comparative purposes only zn елесте ts Specifications refer to 2014 faceait model. 


15 the percentage of 
Japanese people who 
think that the Abe 

government's policies are a failure. Only 


30% think otherwise. People will be 
able to voice their opinion at the snap 
election on December the 14th that 
Shinzo Abe's party is predicted to win. 


Cover: Jérémie Souteyrat for Zoom Japan 


NEWS 


IN THE EYE OF ERIC RECHSTEINER 


Inside a carriage on the Yamanote line in Tokyo. 


Until recently, the behaviour of the Japanese when travelling on trains was faultless, However, railway 
‘companies are increasingly feeling the need to remind passengers of certain basic rules of conduct, Lately, 
they have been focusing on the appropriate use of mobile phones on trains, so as not to annoy other 
passengers. Perhaps soon they'll be putting up reminders that it’s forbidden to lie down to sleep too. 


utue Dreaming of an 
underwater city 


The giant Japanese construction company 
Shimizu has designed an underwater complex 
called "Ocean Spiral" with the help of 


engineers, architects а 


oceanographers. The 
project is not as unrealistic as it first seemed 
and the company is planning on completing it 
by 2030. The cost of the project is around 17 
billion pounds and it could house up to 5,000 
people. 


www.shimz.co.jp/theme/dream/oceanspiral.htm! 


FROZEN GOODS Picard is 
invading Japan 

On November the 20th, the French 
Picard group launched its plan to 
conquer the Japanese market in 
partnership with the Japanese retailer 
Aeon. In eight branches of Aeon's 
supermarkets, Japanese customers can 
now discover the frozen dishes that 
have made the French company's 
reputation. The group's next move is 
to open up it's own stores in 2016. 


One of the Largest Stockists of 
f.x Japanese Books & Gifts in Europe!! 


www.jpbooks.co.uk 


Manga Comics 
CD/DVD 


Japanese Books 
& Magazines 


Japanese Gifts 


shop.jpbooks.co.uk 
Japanese Language Resources 


Traveller's note Available Now 


24-25 Denman Street, London W1D 7HU 


Tel 444 (0)207839 4839 
Fax +44 (0)20 7287 0903 Email infowjpbooks.co.uk 


Open Mon- Sat 10:30-20:00, Sun 11:00-18:00 


www.facebook.com/jpbooks Ші 
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SERIES Stronger together 


High schools in the Tohoku region have 
successfully launched a project to 
support local produce. 


he Ishinomaki region is privileged. It 
has a wealth of resources at its disposal, 


with plentiful produce available from 


the sea and the land. It's people are also gifted 
vith a real capacity for making use of technolo- 
gical skills, as demonstrated notably by the area's 


many agricultural, maritime, commercial and 
technical schools. The "Ishinomaki High Schools 
collaborative proje 


" is an ongoing initiative 
started in 2013 to bring together these collective 
efforts, and has seen thirty students from Ishi- 
nomaki-kita High School, Miyagi Maritime 
High School, Ishinomaki Business High School, 
Ishinomaki Female Business High School and 
Ishinomaki Technical High School, come to- 
gether to de 


lop the kind of products so re- 
presentative of their city, 
local businesses 
local b 
p 
iyagi prefecture education committee and its 
Miyagi d d 
aim was to encourage the development ofhuman 


with the support of 


t fell under the aus- 


he proj 


es of a human resources course run by the 


resources to help solve local problems, while 


Jes Бэ eA 


In the months following the earthquake of the 
TIth of March 2011, lshinomaki Hibi Shimbun’s 
team posted a handwritten message on its front 
window, which read: Ganbaro Ishinomaki (Be 
brave, Ishinomaki), Three years later, а new 
handwritten message has taken its place: Fuk- 
katsu Ishinomaki (To the Rebirth of lshinomaki). 
It’s a message of hope. If you wish to help this 
newspaper, you can subscribe to its electronic 
version for 1,000 yen (£6) per month: 
https://newsmediastand.com/nms/NO120.do?co 
mmand=enter&mediald=2301 


Fine tuning the products required numerous tasting sessions. 


also ensuring that local high schools were able 


to take part in and experience product develop- 
ment. It is quite usual for high schools in Japan 
to develop new products, but, this is the first 
time that several high-schools have worked to- 
gether. Though the previous y 
had to be abandoned in 2013 due to the cost, 


ar's "Pizza Project 


the theme for 2014 was summed up in the sen- 
тепсе: "Focusing on everything that is made in 
Ishinomaki". The strategy was to raise the 
consumption of rice and to promote seafood 
products, concentrating on rice-flour, soya-bean 


Ishinomaki-kita High School. 
"We are the rice flour experts" 
The question "At what temperature should we 
knead the dough: 


was not raised during a com. 


pany meeting, but by seven students from Ishi- 
nomaki-kita High School. The student's at this 
school chose to use rice flour to make bread 
cat's project, deciding to flavour 
the bread with seaweed and shrimp. Building 
on the experience they gained from the previous 
year, the students took into account the necessary 
production costs and organized numerous tastings 
in the other high schools too seck their opinions 
on the flavour, texture and crispness of their 
products. These ri 
in schools and are made to professional standards. 
After contacting the manager of a ba 
ultimately decided to endorse them, the students 
are now considering expanding into selling bread 
Narusawa Akane 
(17 years old), who initiated Project Malutto 
(All together) and encouraged the schools to 


loaves for this 


е flour loaves аге now sold 


y who 


made from soya beans as wel 


www.nhk.or.jp/nhkworld/domo/ 
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work together tells that "My role was to bring 
together people of my own age. It's a bit like 
taking part in society”, The results of these dif- 
ferent experiments are greatly appreciated by 
those who buy the finished goods, which then 
goes on to encourage the students to create 
even better products 


Miyagi Maritime High School 

"Good work with seafood” 

In Miyagi Maritime High School, two members 
of the cooking club have created two original 
recipes: whale fritters and shellfish in barter. 
Although they were quite reticent about pre- 
senting their project to a local business for the 
first time, their teachers’ good advice and c 
ryone's kindness were a great help to them. The 
club's president, Yamamoto Kodai (18 years 
old), shared his joy after all his efforts. "It was 
great to collaborate with students from other 
high schools. We've learnt how to carry through 
а project," he explains. 
seafood factory in Onagawa and he hopes "to 
help him out by learning as much as possible", 


His father manages a 


Ishinomaki Female Business High School 
"Intelligent product promotion" 

The business studies group at Ishinomaki's 
Female Business High School responded to a 
challenge from one of their teachers: "What 
should we do со help the reconstruction effort?" 
Although they were not equipped to develop 
food-based products, their collaboration was 
especially useful in the field of marketing, where 
they contributed some original ideas. They en- 
sured that the products were presented in the 
best possible way, and had already won a prize 
for designing an original Rzzy-drink can produced 
in collaboration with a local business, This was 
useful experience for their new project and the 
club's president, Takahashi Mitsuko (18 years 
old), recalls chat, "We wanted to list the precise 
details of the ingredients on the product label. 


New 


When grocery shopping, I'd picked up the habit 
of reading carefully what was written on wrapping 
and labels". In the end, the girls gave a good de- 
monstration of professional acumen. 


Ishinomaki Technical High School 
"Architecture in the service of sales” 

For the second year running, the Malutto Project 
set up its stall at the Miyagi 2014 Expo, which 
took place on November the 8th and 9th in five 
different locations around the town of Sendai. 
Seven students from the Ishinomaki Technical 
High School architecture club were present at 
this event and they assembled a well proportioned 
stall using cedar wood. They asked the head of a 
local business for advice. "We were able to acquire 
some professional skills. We built something 
beautiful" they explain with pride. Gradually, 
their technique improved and their mentor was 
very impressed, commenting that "they are at- 
tentive young people who learn fast. With those 
skills and some new ideas of their own, they'll be 
sure to go far". 


Turning rocks into diamonds 

Although the Malutto Project was a bit shaky 
to start with and had co overcome many chal- 
lenges, the students claim that they 
happy to have “made friends in other high 
schools”, The compani 
helped them were ge 
support them by “letting them discover the 
pleasure of creating a product to sell and to see 
how people react to it". These high school stu- 
dents do not lack ideas about how to improve 


ге just 


that took part and 
erous in their efforts to 


their region and the Malutto Project certainly 
seems capable of transforming rocks into dia- 
monds. The students who go to school here 
told us that “putting Ishinomaki in everything 
we make is a goal that fills us with joy”. It is a 
way for them to show their love for the town 
where they were born and grew up. 

Ormi SHUN 


TORAYA 


Traditional Japanese Confectionery 
Tea Room 


10 rue Saint-Florentin 
75001 Paris, France 

Tel 433 (0)1 42 60 13 00 ne 
wwwwtoraya-group co jp/paris/ Шыға Mochi 


e- 


subscribe? 


Visit our website: 
www zoomjapan.info/subscription 


Bringing Characters 


"JAPAN 


& around the World 
www.facebook.com/charazoo 
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Since regulatory standards for small cars were introduced towards the end of the 19405, keljidosha have played an important part in the economic develop- 


‘ment of small and medium businesses. 


Small but sturdy 


Keijidosha are all the rage, now 
making up 30% of all car sales 
throughout the nation. 


n most countries, car licence plates give useful 
information about certain aspects of that 
particular country. In the United States they 

are often decorated according to the State the 

drivers come from. For a long time in France the 
last numbers indicated the region of origin and 
to keep children occupied on car journeys, their 
parents would often ask them to identify the pre- 
fecture or even sub-prefecture of other vehicles. 

In Japan, if you can read kanji you can often guess 

which city or suburb (especially in larger cities) 

a car's owners live in, but even if you cannot, you 

can still ell about che type of car and its status 

depending on the colour of the licence plate itself 

A white plate indicates chat the car is an ordinary 

model and privately owned, while a green plate 


indicates that it is a company car, but if itis yel 
low or green with yellow lettering then it isa kei- 
jidosha, otherwise known as K-cars or lightweight 
cars. These must have a cylinder not exceeding 
660cc and be no more than 3.40m in length, as 
stated in the 1998 regulations. 

Ifyou pay a little attention, you will notice that 
these yellow licence plates are now everywhere 
across the country, no matter where you go. Even 
in big cities, where they are still in the minority, 
it's obvious that they have increased considerably 
in number over the past few years, and as soon 
as you are out of the cities, these little cars are 
more numerous than any other vehicles. Ironi- 
cally enough, in the country where the Toyota 
empire rules (a company that doesn’t produce 
any keijidosha), most Japanese people do not 
wish to use their cars to flaunt their wealth. These 
light weight cars are nota short-lived fashion 
trend. They did nor suddenly appear yesterday, 
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and regulations for them were actually first put 
in place in 1949, at atime when the country was 
throwing itself into reconstruction after the 
Second World War. At that time most Japanese 
hadn't the means to buy a car, and small busi- 
nesses that needed transportation to help boost 
the ailing economy couldn't afford the cost of a 
truck. Within this context, the market for kei- 
jidosha flourished, along with a growing need 
light utility vehicles, It took until the mid-50s 
for individuals to take advantage of the economic 
growth and start buying cars, 
1964, 50 years ago, that the 

non of personal vehicle ownership began to 
spread. That year, the total number of cars on 
the road in Tokyo hit the million mark. The sub- 
sequent expansion of motorways in the capital 
and across the country that took place due to 
massive government investment in infrastructure, 
encouraged those with more money to acquire 


and it wasn’t until 


ny саг” phenome- 


ПТТ 


Though they still represent a minority of cars in larger cities, these light weight cars are gaining ground every year. 


cars worthy of the name, and keijidosha were 
often forgotten or considered too old fashioned 
When Japan became the second biggest economy 
in the world, it needed to m 


ntain its im: 


and the easy money to be made from the financial 


bubble persuaded Japanese people to treat them. 


selves to sedan cars, whose qualities were conti- 


nuously extolled by their manufacturers on tele 
vision. 

However, the economic crunch in the 90s, in 
addition to an ageing population, has upset the 
market once again. In rural areas where the per 
ing rapidly, families 
who work in agriculture continue to equip them: 
selves with small cylinder cars for work and pri 
. The need for more frequent 
the doctor isa good enough reason for many peo- 
ple to choose this type of car, which also offer a 
good deal from the point of view of road and 


centage of senior citizens is ri 


vate us 


sits to 


vehicle tax. All the necessary conditions are in 
place to ensure these small cars sell like hot cakes, 
many more keijidosha than 
ordinary cars around the countryside. 

Ac this juncture however, it must be pointed out 
that these small cars have nothing in common 


and today there are 


with the kinds of small vehicles seen on the coun- 


try roads of Europe that don't require a 


to drive and succeed in being both noisy and pol- 


luting, Over time, 


apan's small cylinder cars have 


become more sophisticated, just as comfortable 
to drive as any other car, and with the help of a 
number of new technological innovations, they 


now appeal to a new and d 


nanding customer 


base. Leading this trend are women, who do not 


consider engine power to be the main attraction 
in a car, especially as trafic in cities and the very 
strict speed restrictions do not allow one the 
opportunity to take advantage of it. Women 
tend to pay more attention to a car's green cre- 
dentials, how well it handles in the country's nar- 


row streets and a wealth of other characteristics 
that relate to the the driving experience. Most 


manufa 


turers have figured this out and are now 
counting on this new clientele to increase their 
share in the market. Because they don't take up 
much space, households can have two cars, an 
ordinary sedan and а small cylinder car, as long 
as they can arrange the necessary parking (which 
is obligatory for any car you buy in Japan). Brands 
such as Suzuki, Hyundai or Daihatsu, to mention 
justa few who control most of the small cylinder 
car market, are also very aware of the issues pre- 
sented by the increasingly ageing population, 
especially in large cities. According to the latest 


statistics, those over the age of 65 now represent 
23.9% of the population. They are a generation 
who grew up with the car, but are not as tempted 
by large cars as some might imagine. They are 
increasingly turning away from large cars that 
are difficult to manoeuvre, preferring to drive 
the comfortable and easy to handle keijidosha, 
ady making cars that 
take into account their special needs. They are 
also working on producing intelligent cars that 
warn the driver about obstacles ahead, or that 


and manufacturers are 


apply the breaks automatically if chere is a pro- 
blem. In fact, a rising proportion of road acci- 
dents involve older drivers, and rather than ban- 
ning them from the road, manufacturers are 
working on models that can keep them driving 
- and buying - cars for longer. They are also 
concerned about young drivers who have less 
money than their parents did at the same age and 
are even introducing sporty looking keijidosha, 
although these have little else in common with 
real high-performance sports cars, Small cylinder 
cars now represent 30% of all car sales in Japan 
and could well have an even greater influence on 
the sales of regular cars in the future. They may 
look small, but they've proved to be very sturdy. 

ODAIRA NAMIHEI 
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FOCUS 


TRENDS Pleasing the ladies 


Aware of the importance of attracting 
female customers, Nissan has put together 
anew concept called Ladies First. 


ars and engines are usually thought to be 
a man's domain, but according to recent 
surveys, 80 percent of car-buying decisions 
are influenced by women and 65 percent of car 
purchases are actually decided by women. In fact, 
in several developed countries there are nearly as 
many women drivers as men, and the trend is 
such that in the near future they could even 
overtake men in the numbers of driving license 
holders, 
Several companies around the world have taken 
no 
of female customers with diffe: 
tastes. Citroen and General Motors for instance, 
тау appointed a woman СЕО for the 


and are now gearing up to win the approval 


needs and 


have n 


e 


first time in their respective histories. Others are 


actively wooing more female employees (including 
engineers) and are creating female production 
teams, particularly in the fields of materials and 
design. In short, everybody is busy developing 


new vehicles and sales solutions just for women, 


Nissan is still led by a man (Brazilian-born Carlos 
оталу has 
chosen to prioritize women customers as a focus 


Ghosn), but chis year the Japane 


for its future organization. In July Ghosn told 
the Foreign Correspondents Club of Japan that 
women's increasing influence on the automotive 


industry was one of the four major trends shaping 
the global car business, 

In order to put its new strategy into practice, 
Ghosn has established a system called “Өшу” 
(female jury), where a p: 
feedback and approve each stage of the vehicle 
design process. On the marketing side of their 


1 of women provide 


business, Nissan has also come up with the slogan 
“Ladies Firs 
formation of an initial group of 300 dealerships 
around Japan in order to make them more 
appealing to women. One of them —a showroom 
in Fu 
shop managed by women, and best exemplifies 
the company's new approach to selling cars. As 
branch manager Maruyama Masayo explained to 
Zoom Japan, "Our objective is to make the 
shopping experience more welcoming and easier. 
According to Mr. Ghosn, 80 percent of women 
who go to a car dealer want to have а female sales 
person. That's why he wants a minimum of 50% 
of sales and retail teams globally to be made up of 
women", Following her boss’ vision, Maruyama 
has hired a team of female carers to provide child- 
care during appointments, and female mechanics 


. The new project involves the trans- 


u,a suburb in western Tokyo — isa model 


Ladies Fist. The name of Nissan's new campaign aimed at attracting female clientele. 


who avoid the use of unnecessary jargon to explain 
the merits of che vehicles on sale in plain Japa- 
nese. 

‘The customers’ reaction so far has been enthusiastic. 
“I like the atmosphere here,” one of the women 
drivers said, adding that “I like the fact that the 
new showroom is much brighter than the old 
one". A second satisfied customer tells us that “I 
can come here to charge my Nissan LEAF electric 
car while I feed my baby, and my older children 
can play in the kids’ corner". 
"We think that women should approach buying 
а car in the same way they shop for clothes or 
shoes,” Maruyama says, “That's why we want to 
infuse the whole experience with a lighter touch”. 
When asked about women’s particular needs and 
interests compared to men, Maruyama explains 
that women are more practical. "They prefer small 
and manoeuvrable cars, butalso place importance 
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on design, spaciousness, safety, quality of materials, 
colour and the sustainabi ar. They like 
options like assisted parking, integrated systems 
for mobile devices, entertainment (especially asked 
for by mums) and everything that can make time 
in the car easier and more intuitive’. 


Another thing that car makers and marketers 
must consider is that women seem to rely more 
on the Internet for information than men do, as 
shown by the fact that, 50% of Twitter users are 
female, as well as 57% of Facebook users and 68% 
of Instagram ones, “When buying cars, women 
choose digital means over pri 
likely co spend more time researching on the web, 
checking reviews and celebrity endorsements, in 
comparison to men who will focus more on re 
searching the vehicle's technical specificatio 
‘Maruyama explains. 

We asked the Fuchu showroom boss which cars 


media and are 


Nisan 


The Moco model is very popular with women, especially because of its green credentials. 


are particularly popular among her customers. 
ars are obviously on top of their list, for 
they are easy to drive in crowded areas and tight 
spaces,” she replied. "Our latest model, the DAYZ 
ROOX, was designed specifically for women. In- 
cidentally, his is he fist kei-car that Nissan has 
been involved in the planning and development 
from start to finish for". 
The DAYZ ROOX is equipped with a number 
of gadgets that have proved very popular with the 
ladies like its Around View Monitor that offers a 
virtual 360-degree view of the car from an aerial 
perspective and super UV-cut heat-insulated green 
glass chat filters out up to 99% of ultraviolet 
"The side view display can help drivers detect po- 
objects, helping manoeuvres on 


tentially unse 
narrow side streets,” Maruyama explains, adding 
the UV-cut glass will surely be a big 
hie, considering the great pains to which all 
Japanese ladies regularly go to avoid the sun’ 

Another useful gadget for women is the automatic 
sliding side doors, which can be 
the driver's an 
model also has an interior height of 1.4 m, which 


that “whi 


is very convenient whether one wants to change 
children's clothes, carry a child car seat, or simply 
load and unload tall items. 

Another Nissan model which seems to be very 
popular with women is the Moco. “This car is 
slightly older but i's stil going strong,” Maruyama 
commented, “The latest version is particularly 
fuel efficient (25.5 km/l) and emits 75% fewer 
exhaust emissions compared to 2005 standards”. 
These environmentally friendly features are very 
important in Japan because besides being exempt 
from both the automobile acquisition tax and 
automobile weight tax, these models qualify for 
even further tax breaks to promote the adoption 
of eco-friendly vehicles 


JEAN DEROME 


Nissan's DAYZ ROOX is a particular favourite with women because it is so practical. 
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Docus 


ENCOUNTER King of small cars 


Hardly known outside Japan, Suzuki 
Osamu has still succeeded in exporting 
his brand around the world. 


he motor industry has always been domi- 
| nated by larger-than-life tycoons whose vi- 
ion has lead their companies in new di- 
rections and into uncharted territory. Japan's 
political and economic world is often more famous 
for its army of grey bureaucrats who indefatigably 
work behind the scenes, but Suzuki Osamu is cer- 
tainly not one of them. In a career spanning four 
decades, Suzuki Motor Corporation's 84-year-old 
СЕО has shaped the Hamamatsu based company 
according to his business philosophy, leading its 
overseas expansion and leveraging the carmaker's 
expertise in small cars to build a dominant mar- 
ket-share in India during his first of two terms as 
president from 1978 го 2000, 
Born Matsuda Osamu, the future Suzuki boss ac- 
tually started his career as a bank employee and 
only joined the Motor Company in 1958, 
Because of his unique qualities, he was eventually 
chosen to head the company and, following the 
traditional custom among powerful Japanese 
families, married Suzuki Shoko, the grand-daughter 
of the company's founder Suzuki Michio, and 
adopted his wife's name. Having become president 


in 1978, he is one of the longest serving auto- 
industry CEOs in the world. 
Like most car manufacturers, the world-famous 


ig of kei cars has been hit by the depressed eco- 
nomic climate. However, Suzuki is confident about 
the future of kei cars in Japan. “They should keep 
selling wel "The current 41% market 


share that kei 


two million vehicles as these cars are very fuel- 
efficient and ea 


y to drive in a country with so 
many narrow streets”, 

Suzuki, who is famous for micro-managing his 
company and his past cost-cutting policies, insists 
they have to keep going in this direction. "In the 
years to come kei car companies may need to find 
à way to cut manufacturing costs even further if 
they want to continue to be competitive in the 
marker,” he says. “Just making smaller and lighter 
components is not enough. We must find room 
for further cost slashing: However, this cannot be 
done to the detriment of R&D activities which, 
on the contrary, must be sustained”. 

To those who say that Suzuki is only famous for 
small, cheap саг, che CEO points out the company's 
long history of technical innovations. "In 1955 
Suzuki made Japan's first mass-produced mini- 
car, the Suzulight. Even though it was a small af- 


Suzuki Osamu, at the age of 84, is still one of Japan's most respected CEOs. 


fordable passenger car, it included such features as 


front-wheel drive, four-wheel independent sus- 


pension and rack-and-pinion steering. It was quit 


a technical achievement as those features wouldn't 


become common for decades. That's why I think 
now is the right time for us to raise capital investment 
and R&D spending, Forexample, we need to meet 
popular demand for self-driving cars and environ- 
mentally-friendly models. We may have to impose 
some limits on our expenses, but not on R&D ac- 
tivitie: 


Even more than his passion for driving technological 
i n, Suzuki is famous for his global vision 
and diplomatic ability in transforming his company 
into one of the largest small-car manufacturers in 
the world. Instead of challenging bigger companies 
in their own backyard, he began to travel the world 
looking for new untried markets that his competitors 
had overlooked. Starting with Thailand in 1967, 
the Japanese carmaker began to set up factories all 
around East Asia and the Pacific, a trend it has 
successfully continued even after Suzuki began his 
second stintas president in 2008. “At the time, we 


innov. 


were facing our first profit decline in eight years as. 
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a global recession and tighter lending dented the 
demand for cars. It wasa that point that I became 
aware of new potential in the Thai market,” he 
says. "In that country there wasa growing demand 
for cars, so we decided to take advantage of that 
opportunity”. 

Shifting some production from Japan to Thailand 
(and pulling out of the United States in 2012) was 
also successful cost-cutting manoeuvre, but Suzuki 
prefers to stress the long-term merit of his total 
approach to market penetration. "My lifelong prin- 
ciple has been "Local production for local consump- 
tion", and I have always stuck to it," he says. “When 
you enter a new market you cannot just sell your 
cars. You have to study and understand that parti- 
cular country to see what you can do to gain their 
trust. Look at what we did in India, When we 


started there the market was dominated by old- 
fashioned cars. We assessed the situation and were 
able to change that trend by introducing small but 
modern cars, thus revolutionizing the local car in- 
dustry" 

Though India is still Suzuki's biggest overseas 
market, more and more foreign companies have 


Sands Motor Conpertaion 


Suzuki's first big hit was the Suzulight, back іп 1955. 


j 
geta pieccofth 
Howe 


expect India will a 


ned the Japanese car manufacturer in order to 
ion, thus reducing its supremacy 
er, Suzuki is optimistic about the 
clerate the shift 
to global free trade under the initiative of new 
Prime Minister Narendra Modi," he says. “Like all 
emerging countries, India’s development is quite 
unpredictable. The slowdown has hurt all Indian. 
car manufacturers, with sales declining by 4% in 
October. However, m very happy about Suzuki's 
market share in India. This is a place with a vast 


ther 


future, 


population of consumers and it stil remains a very 
lucrative market 


ith an appetite for quality cars. 
We, for example, have been able to boost our sales 
there by revamping our Wagon R and Alto kei 
cars, and our subsidiary Maruti Suzuki will launch 
new models to protect its market shar 
Demonstrating that Suzuki still believes in the 
Indian market, the company is now building a 
new factory in the western state of Gujarat chat 
should be ready by 2017. "We have selected Gujarat 
for its good power availability and infrastructure,” 
Suzuki explains. "They have good roads and an 
abundant power supply. When this facility becomes 
fully operational, our total annual capacity will be 
3 million cars, up from the current 1.5 million 
from the Gurgaon and Manesar plants”. 

One of Suzuki's many achievements is that his 
company has never recorded a decline in profits 
under his leadership. Last year in particular, the 
Suzuki Motor Corporation made a record profit 
of 1075 billion yen, and this year it estimates that 
it will record a group operating profit of 188 billion 
yen, while its shares have gained 13%, outperforming 


the 3,556 decline in the benchmark Topix Index. 
It is true that Suzuki Motors’ overall rev 
dwarfed by carmakers such as Toyota, undermining 
its ability to keep up with spending on R&D. Ho- 
wever, as Suzuki explains, "In Japan, Toyota is 


ue is 


number one, but ifyou are a car manufacturer you 
need to have the full range, from small co big cars. 
Howew 
660cc kei cars and globally, one-third of the car 
ket happens to be for small cars. So even a 
giant like Toyota snot able to get that 30% market 
share. The same goes for General Motors, Volks- 


; Toyota does not manufacture the small 


wagen, or Fi 
All Japanese kei car manufacturers are now faci 
new challenges due to the government's decision 
to stop subsidizing this particular sector as it used 
to in the past. As most of the kei cars are too small 
to compete in Western markets, the government 
has reached the conclusion that in today's era of 
globalized volume sales, Japanese companies cannot 
waste their R&D money on models they will never 


beable to export. This has led to stiff ax increases, 
including higher petrol and sales taxes and — most 
damaging for companies like Suzuki Motor — a 
50% increase of the kei car tax, putting ir almost in 
line with the taxes on normal sized cars. Naturally 
Mr. Suzuki did nor like the news. “To me this 
Ісікке bullyinga weak person,” he says, "because 
the tax hike especially penalizes the common people 
who want to buy good, affordable cars. However, 
since it was already decided and it is unavoidable, 
there is no use in complaining, This has really got 
me worked up to the point where I feel like I have 
todosomethingaboutit. We must work to increase 


the 40% market share the kei car currently en- 
Ру 
Another subject about which Suzuki seems to di- 


sagree with the government is the influence that 
the Trans-Pacific Partnership (TPP) is likely to 
have on 
with the 
has been distorted and inflated,” he s 
American governments implying that ch 
of kei cars san obstacle to the selling of American 
cars in this country. However, in Japan there are 
по import taxes on foreign cars, therefore each 
country can produce their own kei carsand compete 
in the Japanese market on equal terms". 
Commenting on the new consumer tax hike im- 
plemented by the government in April, Suzuki 
у affected the company's 
performance. “The sales for the six months through 
June have been almost the same as those of the 
previous year. More good news is represented by 
the government's inflationary policy, which has 
caused salaries to rise for the first time in many 
years. The bonus that employees received in July 
was calculated based on their pay rise, helping to 
boost their spending power. I must add though, 
thata salary increase is something that needs to be 
planned carefully. I understand the government's 
reason for requesting it, but this does not mean a 
company can follow what politicians have decided 
on paper without first checking their purses, After 
all, we are talking about a company's right to 
manage asit thinks fit. Only after careful judgment 
can we decide what is best for our company”. 


J.D. 


4 cars, “The TPP has nothing to do 


ci car market and the whole problem 


he 


nce 
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DNiHoNco 


LANGUAGE Omoshiroi yo NIHONGO! 


Welcome once again, to the fascinating world 
of the Japanese language. 


Һе Japanese like to shorten words and sen- 
| tences so much that in many cases all that 
is left at the end are a few letters or frag- 


ments of words. 


Japanese word / phrase of the month 


| Akcome kotoyoro (81723 2.5.55) 
‘The year will soon be over and after Christmas 
people will surely get the new year fever. Of 
course the Japanese have a word for wishing 
people a happy new year. Many words in fact, 
and there is an interesting rule for new year 
greetings in Japan, Before January you have to 
say "Yoi otoshi wo" (R O REZ) which 
simply means "Have a good усаг" 


However, once the clock turns its hand into 


the first day of the first month they suddenly 
change the phrase to "Akemashite omedetou 
gozaimasu" (BIEL THYHTLEI CK 
З), often also adding "kotoshi mo yoroshiku 
onegaishimasu” (ОЧЕ X 5L ¢ EMOL 
X F). Akeru (817 6) on its own means to 
start or change and used in "toshi ga akeru" 
(AFASH]1F B) means the dawning of a new 
year. 

Тһе second part of this classic greeting is highly 
honourific and formalized, and can be а little 
difficult to translate into English. A close 
approximation of the meaning would be "Please 
be so kind as to support me for the next year 
as well”. If you are in a formal setting or with 
unfamiliar company then this kind of greeting 
is required by the rules of social etiquette, but 
some Japanese find them too long and unwieldy 
for when with friends and tend to use the fol- 


lowing shortened version: 


"Akeome kotoyoro’HIFHH СЕ КЉ 

Be careful to only use this with people you are 
close to, or who are in your closest social circles, 
because the politeness of the long form is com- 
pletely lost. People in Japan will also send” nen- 
тісі” (SERIA, new years cards) to almost 
everyone they know or have worked with that 
year and it would be embarassing to acciden- 


tally write 50580 CE X5 in these. 
Example: 


12WDAX ELA! AAR, HIEDIE 
55! 

(uuni ji sugimashita. Minna, akeome 
kotoyoro!) It's past midnight! Happy new year 


everyone! 


The ZOOM Japan team wishes a Merry Christ- 
mas and Happy New Year ta all of our readers! 


Events in the U.K. 


Exhibition: Shizuka Үокотіго 

‘Until 16th December 

Daiwa Foundation Japan House, London 
www.daif.org.uk 


Riusuke Fukahori "Goldfish > 
11th to 21st December / London. 
www.icn-global.com 


Siro-A Film 

Until 10th January 2015 

Leicester Square Theatre, London Rurouni Kenshin 2: Kyoto Inferno Movie 

http:/siro-a co.uk. from 28th November / Selected cinemas only 
www cineworld.co.uk 
ATale of Samurai Cooking -Bushi no kondate 
from 12th December / Mayfair Curzon theatre 
WWNW.curzoncinemas.com 


— 36 
ead 


Wsa Wrap: қарама ылады past and present 
Until 10th January 201: 
Rugby Art Gallery and. FP London 
www.ragm.org.uk 
Shinro Ohtake - Contemporary art 
Until 12th December 
Parasol unit foundation, London 
http://parasol-unit.org/shinro-ohtake 
The Modern Lens: International Image is provided by Yume Pictures Ltd. 
yy and the Tate collection 
Until 10th May 2015 / Tate St Ives, London Other 
www.tate.org.uk Maki Sekiya piano recital 
Sth February 2015 The Siege of Tsingtao - Jonathan Fenby 
Theatre & A St. John the Evangelist Church, Oxford — 15th December 
wwwsje-oxford.org The Swedenborg Society, London 
Usagi Yojimbo www japansociety.org.uk 
Until 4th January 2015 ‘The AJSW Chamber Music Ensemble 
Southwark Playhouse, London 19th February 2015 / Bristol Disdaimer Zoom Japan does not accept any responsibilty for 
‘www.southwarkplayhouse.co.uk www ajsw.org.uk ER ete ese 
re notin any way run or endorsed by Zoom. 
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SHOCHIKUBAI SHIRAKABEGURA 


hitp://shirakabegura-mio.jp/english/ TAKARA SHUZO СОЛТО From JAPAN 


EATING & DRINKING 


A delightful Hope 
for a great pric 


BIO 


Naoyuki first came to the UK in 
2003 and has been in charge of 
ordering and selling sake and 
shochu at the Japan Centre since 
2006. He obtained the 
prestigious 551 sake sommelier 


qualification in 2013. www.japancentre.com 


EXPERIENCE Madam is served 


Macda Haruyo doesn't always have time 
to cook, but just like many other women, 
she’s found a clever remedy to this. 


aily life for a shufu- or house wife- is very 
D: When you also have a job, there isn't 

alot oftime for cooking, especially ifyou 
have hungry children. Usually I prepare the main 
dish ahead of time, something like nikujaga (potato 
stew with meat), curry, stew, or gyudon (a bowl of 
rice with beef), but I don't always have the time to 
cook the fukusai (side dishes). On days like this I 
ay home, 


will stop ofat the supermarket on my 
where I can find everything I need to solve such a 
culinary conundrum! 
In the self-service agemono (fried goods) section 
you will find all kinds of ready-to-eat treats, such as 
potato croquettes (available in plain, curry flavoured, 
ced, еке), ог fritters made of shrimp, 


with sea 
potato, pumpkin or even mackerel (aji), all for 70 
yen each. Next to these there are whole ready-made 
meals that just need to be heated up for about 400 
yen. You'll find okonomiyaki (see Zoom Japa 
number 44), tendon (a bowl of rice with tempura), 
yakisoba (stir-fried noodles), pasta or even gratin 
dishes. Then further on, a whole sushi section awaits 
portions that cost less 


you, with single or famil 
than the equivalen 
store has its own kitchen, all the dishes аге dekitate 
(freshly made) and with a little luck, you can usually 
buy tempura while they are still warm! You can also. 


n restaurants, Because each 


end of the day, 


Las prices drop at thi 
veen around 6.30 to 7pm because the food can- 
not be kept overnight. Lalso take advantage of this 
when I have lunch on on my day off. It's nice to eat 
ina fast food restaurant from time to time, but the 
supermarket delicatessen has larger variety of heal- 


thy dishes on offer. 
This service is also especially helpful during the 
new year celebrations, the most important event 


ice 


rom 


Don't have time to prepare fritters? No problem. 
You'll find some freshly made in the supermarket. 


ofthe year. It's a family celebration, like Christmas. 
in the UK, and tra 
to be prepared in advance called osechi ryori. These 
special new year celebration foods are similar to the 
kinds of dishes seen in bento lunches, but richer 
and more luxurious, They take about a week to pre- 
pare if you decide to make them yourself, and you 
need to choose quality produce, of course, so it 


rion calls for some special dishes 


becomes quite expensive, Once upon a time, there 
was no question of anyone buying them ready 
ut today's way of life has changed and it is 
no longer frowned upon. Starting in November 


made, 


you can find catalogues for ose 
all department stores. The catalogues fr 
mer offera much wider range and some even have 


i ryori in almost 
m the for- 


have display shelves with samples made of wax. This 


way too expensive! Hower 

on offer for 20,000 yen. Tha 
you needed to buy all the ingredients for yourself 
it could cost much more, in addition to all the time 
it would take to prepare the dishes. My choice is 
obvious. The dishes from the delicatessen are the 


‘ones who save shufu! МАЕРА Haruyo 


4 Blenheim Street, Mayfair, гелі 1B 

MonSat Lunch | Dinner 8:00.22:30 
Sun Lunch 1: il 8:00-21:30 
0207165 9506 inf (сөлі www.nagomi ші 
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17 Half Moon St. Mayfair, 
London WIJ 7BE 
Tel: 0207 499 4208 


EATING & DRINKING 


EASY J. 


= HOME COOKING 


Gyoza is a kind of pan-fried 
dumpling that is typically filed with 
ground pork, garlic, chives and lots 
of chopped vegetables. They are 
soft on one side but crispy on the 
other, making for a totally mouth 
watering nibble. It is often a bit fid. 
dly to fill the wrapper at first, but. 
you are guaranteed to have fun. My 
recipe is a slightly original variation 
with fresh prawns as an additional 
ingredient, and is perfect to serve 
with a chilli and soy-vinegar sauce 
and a chilled drink! 


Server 2-3 


суаттар 

21200 Fy Chopped Cabbage 
Wh 1A sal for preparation 
75g ney Chopped Cres, 
1 Glove ову Chopped ca 
1/2 ts Finely Chopped Ginger 
75g Ground Pork 
пзе Frey Chopped Fresh (а 
Helin 
Top Soy Sauce 

p seame OI 
‘op Ground Back Pep- "a 


A inches in Diameter 1 


Терісі 
Se Cup vater 
БЕ 

pas 
CETA 
3 Japanese Rice Vinegar a 
PC oí 


large bow and mis them together unti they become smooth and ick. Ф Dust a tray or 
iof one hand and add about 1 tablespoon of the filing Lo the centre of the akin. Next, dip a 


‘salt into a bowl and mix together, Ater 15 minu 
tho taste. Ө Addl ali the ingredients tor the c 
large flat plate with flour Place a gyoza shin in the p 
finger in the water and wet around the edge ofthe skin, before using the index fingers and thumbs of both hand to fold the іп and pinch it 
together. Place the gyoza on the tray with the folded side up and repeat the process unti ali of them have been wrapped. © To cook, preheat a 

Kina angle ayer. Fry for 10 


medium sized, non-stick frying pan over medium to high Һем, add a table spoon of sesame ой and y 12-13 gy 


seconds, then pour on hait of the water and cover the frying pan with a id to cook or 4 minutes. Remove th fea te sesame od over the 
gyoza and cook for 2 minutes unti the skin becomes crispy. There i no need to turn the gyoza over while cooking, o go straight on to repeat the 
Process for the 2nd batch. Once alio them are done, serve immediately with the dipping sauce. 


-- Gyoza Class. 
10th February 2015 19:00 (60 minutes) 
ЗУГТАВ ЯЕ Recipe by Akemi Yokoyama at Sozai 


75 Parkway, Camden Town, London NWL 79Р 
Tel: 020 7482 2036. 
Lunch 12:30-1013:45 Dinner 18:00~1022;00 


www.sushiwaka.co.uk 


A S T A Open. 1:00-15:00 Mone Fri 


at SOZAI 


40 2.5 


TAJIMATEI 
020 7404 9665 


9-15 Leather Lane, London ЕСІМ 7ST 
MON-FRI 12:00-14:30(L0) 18:00-22:00(L0) 


Japanese Fine Ramen Noodle & Sushi Bar 


ITTENBARI 
‘84 Brewer Street, London WIF 9UB 
tel, 020 7207 1318 
OPEN: Mon-Sat 12h-23h San1zh-22h 


а» BO 
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Niimi has a giant chef's head on display, that literally towers over the neighbourhood. A unique sight to discover in this part of the capital 


Discovery Behind the scenes in Asakusa 


Everyone comes here to sce the famous 
‘Thunder Gate (Kaminarimon). 
However, the district has many other 
surprises too. 


he eastern district of Asakusa is one of 
Tokyo's more popular areas, for it retains 
that shitamachi (downtown) old-time 


feeling that has all but disappeared from the rest 
of the city. Unfortunately, it has also become a 


very touristy place, where commercialism often 


comes before anything else, 


d most people 
usually end up visiting the same spots, 


However, there is also another side to this neigh- known video-game maker Hudson-Soft. 


bourhood, so Zoom Japan asked Tokyo historian | Machida, who is also the museum's honorary 


Machida Shinobu to show us the less-known curator, says that when Kudo was 50 years old 
face of Asakusa, 


We meet Machida on a sunny Saturday mor- 


he sold the company to his brother. "He really 
loves Asakusa, so he spent 150 million yen to set 


ning, As usual, Kaminarimon (the big entrance 


up this place that for him is just a hobby,” һе 
tells. 
The museum is open all yea 


gate to Sensoji t 


aple) is incredibly crowded. 
Our first destination is the Asakusa Yomin ‘ound. Entrance is 
Bunka Shiryokan 30-tsubo no Himitsu Kichi 


(Asakusa 100-square-metre-wide Secret Popular 


free and its temporary collection change: 


three months. The day we visit, the place is full 


ery 


Culture Museum). This small gallery is as funky 


of vintage radio cassette players, the bulk of 


as its which come from a collection owned by one of 


е implies. It was opened in 2011 by 


Kudo Yuji, who used to be the president of well. | Machida's friends. “He is the number one col- 


pe.jp/myBusUK 


: 
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The Sir Peter Parker Awards 


for Spoken Business Japanese 


BOSHEVAARARBAE—F-AYFAk 


Contest bate: Tuesday 10th February 2015 

Venue: SOAS University of London 

Organised by: JETRO London and SOAS Language Centre, 
University of London 


Anniversary 
since 1990 


For further details: www.soas ac uk/Ianguagecentre/awards/sppa/. 


Sponsored by: Access Appointments Consukancy Limited, Concept Limited, ake & Mckenzie LL Bombe LP, Brunswick Group LLA The Great Britain acqua 
Foundation, Japan Aties Ca, Lid. Japan Centre Group Limited, Japanese Chamber of Commerce & Industry inthe UK, The Japan Socey JP Bock, Minamoto 
када Ca, td Nie Europe Lid Ricoh UK Li, Soho Japan, esha af Eurape Lid. Supported by: Embassy of Japan in the UK, UK Trade and Investment 
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lector in the world,” Machida points out. "Not 
only does he have about 2,000 radio cassette 
players, he also collects TV sets, washing 
machines and other electrical appliances, and 
fixes them himself”. Some rare machines feature 
small TVs and even a mini-keyboard, and we 
even discover an Aiwa TPR-101 from 1968, 
which is widely considered to be the first radio 
cassette player ever produced. 

Kudo-san arrives and tells us how this museum 
m very interested in 
Tokyo's past, and especially in popular culture," 
he says. “People mostly come to Asakusa to enjoy 
this particular retro feeling, so I de 
my own and other people's collections.” It turns 
out that Kudo also runs a restaurant theatre 
nearby, and the entrance hall features even more 
retro artefacts, Several beautifully detailed diora- 
mas by Yamamoto Takaki portray Asakusa during 
the Meiji period (1968-1912), while dozens of 
old advertisements - part of Kudo-san’s 300-item 
collection — hang from the walls. The most valua- 
ble of them all isa Glico poster that would sell for 
300,000 yen on the collector’s marker. 

We say good-bye to Kudo and mention that our 
next destination is a small eatery run by Yatsume 
Seiyaku, a Chinese medicine manufacturer, 
where we plan to eat yatsume unagi (lamprey 
"Ies not all hat tasty,” is Kudo's reply. 
ber even when I was a kid nobody would eat it. 
Ir was mainly use 
and vitamin supplements”, 

Ac the lamprey place we are welcomed by Yat- 
sume's pres Shotaro and PR repre- 
sentative Oshima Yuko, who explain that che 
company was founded in the Meiji period. This 
is the only place in Japan where one can eat yat- 
sume unagi, and apparently we are their first ever 
caucasian customers. 

We are treated to a dish of kabayaki (fish dipped 
based sauce and grilled), and we confess 
that even after Kudo's bad publicity, the fish 
tastes surprisingly good. Next up, К. 


came into existence. 


led to show 


Tremem- 


asan ingredient for medicines 


lent 


ins 


out some curious objects that look like gold 
stones. Actually they are vitamins that are made 
according to traditional Chinese medicine. 
Wrapped in 24k gold leaf and made of ox galls- 
tones, they smell of plants and taste a little like 
bitter chocolate. Kajii says that making tradi- 
tional medicine is getting more and more di 
cultas che Washington Convention forbids the 
import of certain important ingredients. In order 
to better explain what he is talking about, they 
take us to their Chinese pharmacy across the 
street, In the window and in the glass displays 
inside the shop, we find all kinds of weird stuff, 


like yuutan (bear's gall) that is used as a medicine 
for the stomach, a charred monkey's head and a 
pit viper. Some of the more prized items are a 
rhino's horn that sells for 10,000,000 yen, and 
a tiger's penis that was used as a sort of Viagra 


TRAVEL Ф 


in the old days. 
While talking about Asakusa, we learn that the 
Kanto Festival is about to begin in a few minutes, 
so we thank the good folk at Yatsume and hurry 
towards Sensoji to take a look. On the way we 
run into one of Machida's many local friends, 
Kono Michio, a comedian and whale-meat res- 
taurant owner who is mostly famous for shou- 
ting "bakayaro" (you idiot!) every time he is invi- 
ted onto a TV show. 

We arrive just in time to see the Kanto Matsuri 
begin. This is a famous festival from Akita Pre- 
fecture in which the participants balance massive 
12 metre-tall lantern poles (kanto) weighing 
around 60 kilograms on their hands, foreheads 
and shoulders. 

Ies lunch time, and though the lamprey was good 
we need to put something more substantial in our 


In this small museum founded by Kudo Yuji and curated by Machida Shinobu, you'll discover numerous 
dioramas representing the Asakusa neighbourhood and Tokyo of old. 


Authentic Japanese Giftware 
Online now in the UK 
www.selectjapan.co.uk 


Single Cup and Saucer £32.00 


Red and Blue Set in a Gift Box £68.00 
ARITA PORCELAIN Since 1616 


Delivery costs eta 


So RY ENE 


Select 
~ 
Japan 
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Jerre зоду tor Zoom Japan 


p——( 


The Kanto Matsuri lantern festival, which originated in the north west of the archipelago, is quite stunning. 


stomachs, so Machida takes us to Peter's, а funky 
little curry and rice joint run by a kind old lady. 
The place is housed in a dilapidated building way 
off the tourist path, but it is actually a certified B- 
class gourmet establishment (meaning the food 
served is cheap and home cooked). Inside, one of 
the walls is completely covered by a beautiful mural 
that was painted by a kamishibai (picture story 
show) artist. 

Our legs can hardly fit under the table, as both 
the tables and chairs were apparently made for 
much smaller people. "They were perfect for the 
smaller Japanese of old,” says Machida, although 
it turns out the place was only opened in 1964. 
Our last destination is Kappabashi, a street near 
Asakusa famous for its many shops supplying the 
restaurant trade, We have an appointment with 
Niimi Hitoshi, whose store was founded more 


than 100 years ago by his great-grandfather and is 
the biggest and most distinguished shop in Kap- 
pabashi, They have everything, including some 
fascinating oversized items, and on top of that they 
own the giant chef's head which has become the 
area's symbol. 

Niimi-san shows us a huge kettle. It is surprisingly 
light as it is made of aluminium. Apparently a smal- 
ler model was used by Arnold Schwarzenegger 
around 40 years ago for an instant-noodle com- 
mercial in Japan. “This giant stuffis often displayed 
or actually used at big events like local festivals,” 
Niimi says. “We got ten orders, so we asked a mas- 
ter craftsman to make them for us. Unfortunately, 
he died while he was working on the third kettle. 
Now, one of these would sell for around the same 
price asa used Toyota Corolla (about 5-600,000 
yen)". 


We go inside fora tour ofthe shop. This isa one- 
stop place where both professional and amateur 
chefs can find any kind of kitchen utensil they 
want - and then some. “Everybody comes here, 
not only restaurant and hotel people, but even 
embassy and Imperial Household Agency 
employees,” Niimi explains. The only items they 
don't sellare those plastic samples that foreign tou- 
rists love so much. "We used to, when most of the 
items were ready-made. Then more and more res- 
taurants began to request specially made samples, 
so we pulled out of the marker”. 

Finally, Niimi-san leads us through a door and up 
the stairs all the way to the roof, so we can admire 
the giant chef's head from close range. "That's 
actually a copy of my grandfather's head,” Niimi 
explains, "When this store first opened in 1907, 
my family chose a stylized cook's head as a logo. 
Then my father inherited the business, and he 
decided to create a three-dimensional version of 
the original logo. He chose his father's face as a 
model, then added the moustache (laughs)”. Up 
close the head is even more impressive, as one can 
admire all the fine detail "I heard from my father 
that it was made by the same artists who worked 
on Cinderella's Castle at Tokyo Disneyland,” 
Niimi says, "and the face was hand painted. Now 
it looks so clean because it’s just been repainted, 
but with time it will get a nice tan because of all 
the pollution’. 


Jean Derome 


PRACTICAL INFORMATION 


ASAKUSA YOMIN BUNKA SHIRYOKAN 30:75080 
NO HIMITSU KICHI 2F Kurosawa Bldg, 1-14-6 
Kaminarimon, Taito-ku 


hittp://ufojp/ 

YATSUME SEIVAKU 1-10-4 Asakusa, Taito-ku 
http:/ /www.yatsume.co. /aki.htm. 
PETER'S -13-1 Nishi Asakusa, Taito-ku 

Tel. : 03-3844.5984 

NIIMIT-1-1 Matsugaya, Taito-ku 
http://nttbj.itp.ne.jp/0338420213/index.html 
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Come experience Japan! 


m 


With 39 years of experience, Shinjuku Japanese Language Institute provides a unique 
irning experience via the Ezoe Method. We are officially regconized by the Japanese 


Ministry of Education (MEXT). 


бәсін 
Shinjuku Japanese Language Institute 


‘Shinjuku Japanese Language institute 
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OWN THE S-CROSS 
OWN THE ROAD 


The Suzuki SXà S-Cross with optional ALLGRI 
4-wheel Drive’, high ground c nce, elevate 
driving position and superior all-round visibility, 
gives you the confidence to take whatever th 


throws at you in your stride 


Request a test drive today on 0800 804 8828 5ха 
of at suzukl.co.uk/cars S-CROSS 


Boldly go 


Model shown: SX4 S-Cross 1.6 petrol 525 2WD Manual. ‘Optional extra on SZ-T and 525 models only. SX4 S-Cross Search/SuzukiCarsUK 
range official fuel consumption figures in mpg (L/100km): Urban from 39.7 (7.1) to 55.3 (5.1), extra urban from 6 Г 
55.3 (5.1) to 76.3 (3.7), combined from 47.8 (5.9) to 67.2 (4.2). Official CO2 emissions from 135g/km to 110g/km. В d 


Fuel consumption figures are based on an EU test for adm сесі. Devilost he new S13 rm app 


Rising entrepreneurs’ secrets 
for success 


Thursday 19:30 


Shima Kosaku's 
Asian Entrepreneurs 


The latest trends, 
straight from Tokyo 
Wednesday 18:30 


programm: 
s start on Monday De 


>> www.nhk.or.jp/nhkworld/vc14 


= VIEWERS’ CHOICE nias 2014 


ONHKTYO 


Joyrneys You'll feel like jumping on a plane! 
арап 
Тиездау 18:30 


All you need to know about 
kawaii culture! 


Saturday January 3rd 21:10 


www.nhk.or.jp/nhkworld/ 


NHK WORLD TV is a news/lifestyle channel broadcast from Japan. 
Available in the UK on : 


Sky Guide A. 


ch 507 ch 209 ch 625 


